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ABSTRACT 

A Study examined Missouri postsecondary marketing and 
midroanagement curricula to determine consistencies and 
inconsistencies among the prwams and to develop specific guidelines 
for articulation between secondary and postsecondary pr<^rams. 
Postsecondary marketing and midmanagement information—program 
requirements, course descriptions and outlines, and course hour or 
credit allocations— were collected and analyzed. Major differences 
noted in institutions offering a marketing or midmemagement program 
leading to the degree of Associate of Applied Science were in program 
title, program requirements, required courses for degree, course 
credit hours, and internship requirement- Curricultna and articulation 
guidelines were collected from other states. In general, articulation 
programs were based on one of two models! time-shortened or 
advanced-skills. Recommended guidelines for postsecondary marketing 
and midmanagement programs were developed, callin9 for uniform 
program titles, program descriptions, program lengths, delivery 
models, an*! internship/simulation experience requirements. 
Recommended guidelines were developed for articulation of students 
enrolled in secondary marketing education programs into postsecondary 
programs. (Following the report are seven appendixes containing a 
course/institution matrix, summaries of two Wisconsin articulation 
plans, an articulation flow chart, and other project materials. An 
explanation of procedures, a list of 12 references, and a glossary 
are also included. (TLB) 
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ABSTRACT 



TITLES As) BzBfflination of Postsecondarsr (Jvnior and Coffisunity Colleges) 
Nmriietiiig and Mid-Hanagesent Curric;:luia6 

PRINCIPAL INVESTIGATOR: Clifton L. Smith 

University of Missouri-Columbia 

PROJECT GOAL: To exaaine postsecondary (junior and comsninity collages) 
narketing and skid-managesient curriculums to determine 
consistencies and inconsistencies among the various 
marketing/mid-management programs and make recommendationE for 
improvements in programs for the purpose of articulation of 
secondary programs to postsecosidary programs* 

OBJECTIVES; (1) To collect and analyze current postsecondary marketing and mid- 
management program information relevant to the project* The specific type 
of information collected include: program requirements. course 
descriptions and outlines, course hour and/or credit allocations. (2) To 
collect and analyze relavant curriculum guidelines and articulation 
agreements/plans from other states. (3) To develop a recommended guideline 
for postsecondary marketing and mid-management programs in Missouri, 
Specifically the guidelines vould address the following components: 
program titles » program descriptions » program lengths^ delivery models » 
internship and/or simulation experience requirements. (4) To develop 
recommended guidelixies for articulation of students enrolled in secondary 
marketing programs into postsecondary marketing and mid--fflanagefflent 
programs* 

PROCEDURES: The design of an articulation project between secondary marketing 
education progrw; and postsecondary marketing and mid-management programs 
requires specific currictiltus parameters have been developed and are in 
place. The secondary marketing education programs in Missouri have 
implemented a core set of competencies. In order to provide articulation 
between secondary and postsecondary marketing and mid-management programs » 
the posotsecondary curriculxims were examined to determine specific 
guidelines for articulation to occur between the two levels of programs 
within the state of Missouri. 

RESULTS AND FINDIKGS: (1) Major differences were noted in the institutions 
offering a marketing or mid-management program leading to the A«A.S. 
degree: (a) program title» (b) program requirements* (c) required courses 
for degree* (d) course credit hours and (e) the internship requiremnt. 
(2) A set of recommended guidelines needed to be ' developed to bring 
postsecondary programs into consistent program offerings to allow for 
articulation with secondary programs in marketing. 

FINAL PRODUCT: The final product from this project is a set of recommended 
guidelines for the articulation of students enrolled in secondary marketing 
programs into postsecondary marketing and mid-management programs. 
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INTRCDUCTION 



The Marketing and Cooperative Education Section of the Division of 
Vocational and Adult Education has identified a Vocational Instructional 
Hanageioent Systen (VIMS) as being a priority for implementation in all marketing 
education programs at all levels in Missouri* The purpose of this project vas 
to examine postsecondary (junior and comiminity colleges) marketing and mid- 
management curricula to determine consistencies and inconsistencies among the 
various marketing and mid^management programs and to make reconunendations for 
improvements in these programs for the purpose of articulation between secondary 
programs and postsecondary programs. 

The needs of students and industry must form the basis for planning and 
implementing effective instruction and training in marketing programs* 
Instruction in marketing is available to students ^n secondary and postsecondary 
institutions in Missouri. In order to assure that sequential objectives are 
achieved and learning experiences occur from one level to the next* careful 
articulation between program levels is necessary. Articulation refers to ai; 
effort to arrange instructional programs in a connected sequence in order to 
avoid instructional repetition. 

Careful articulation allows for efficient use of resources. Institutional 
resources are conserved through eliminating duplication of educational 
experiences. In addition^ articulation can provide for advanced placement of 
secondary students who have achieved a pre-determined competency level of the 
knowledge* skills, and attitudes needed in marketing. This provides for a more 
efficient use of their time and ironey. 

The secondary programs of marketing education in the State of Missouri have 
impleo^nted a core set of com^tencies for Fundarontals of Marketing* Advanced 



Karketingt Management* Free Enterprise Economics, and Entrepreneurahip as part 
of the VIMS process • In order to ensure articulation between secondary 
marketing and postsecondary marketin,^ and mid*-managwent programs » the 
post secondary marketing and mid-^management curriculums and program coiqfonents 
were examined to determine consistencies and inconsistencie.'^ in programs within 
the state and hov to articulate these programs with secondary marketing 
programs • 

STATBIENT OF THE FROBLEM 
The overall goal of the project was to examine postsecondary marketing and 
midmanagement curriculums to determine consistencies a^d inconsistencies among 
the various programs in existence and to make recommendations for iaprovements 
for the purpose of articulation of secondary marketing programs to postsecondary 
marketing and mid-management programs # 

OBJECTIVES AND FINDINGS 
The specific objectives and findings of the project were: 
Objective Niuober One : To collect and analyze current postsecondary 
ffisrketing and mid-management information relevant to the project. The specific 
type of information collected from the institutions included: 
a« Program requirements 
b. Course descriptions and outlines 
c« Course hour and/or credit allocations 

Findings : In analyzing the information provided by the institutions, no 
two programs in the state were found to have the same program requirements and 
course hour and/or credit allocations varied among progrems and courses* Refer 
to Appendix A for a course/institution matrix. 



Major differences noted in the institutions offering a marketing or mid- 
managesent ]>rograiD leading to the degree of Associate of implied Science 
(A«A«S») were as foXlovs: 

a. Program title. The tnajority of programs entitled themselves '^Business 
Hanageo^nt • The remaining programs referred to themselves as *%id- 
Management", "Retailing", "Management", "Sales", and "Marketing 
Management • " 

b. Program Requirements. The majority of programs required 64 credit 
hours of course work to receive the A.A*S. degree. One progrem required 67 
credit hours, while another required 72 credit hours. Major differences 
were found in those programs offering vocational certificates or 
specialization. The number of credit hours to complete that aspect of the 
program varied as to the number of courses offered in the program. No 
specific program was designed for the certificate or specialization, rather 
selected courses were required for the completion of the vocational 
certification. 

c. Required Courses for Degree. All programs at the various institutions 
required the following courses: Accounting, Advertising, and Marketing, 
The following courses were required at a majority of the institutions; 
Business Communications/Correspondence (all but two schools require). 
Business Math (all but one school require). Salesmanship (all but one 
school require). Management (all but one school require), and Microcomputer 
or Computer (all but two schools require) . 

An Economics course, the foundation for the study of the discipline of 
marketing, was required at only four institutions, with one institution 
requiring six credit hours of economic study » At the remaining 
institutions, sn economics course was either an elective or not required 
for the degree. 



d. Cour,e Credit Hou«. All institatioB, cff.rrt courses in the basic 
ecde^c unit of 3.0 credit hour, per course oB the se™,t.r basis. There 
«ere a few in.t«,ees .her. a course ,t a particular insiitutiou was either 
Offered for 2.0 credit hours (Salesmanship at Jefferson College) or for 4.0 
credit hours (Retailing and Marketing at Jefferson College). 

A Bajor difference in the course credit hours was noted in the on-the- 
job training (internship) aspect of each institution. The internship 
portion of the program ranged from 4.0 credit hours (2.0 credit hours per 
year) to 12.0 credit hovrs (3.0 credit hours each semester for two years). 
The number of hours of employment required for each credit hour varied 
among institution, but on the average, 15 hours of employment per week was 
the minimum. Refer to Appendix B for an institutional listing of 
internship requirements. 

Sbjective Nuaber To collect and analyze curriculum and articulation 

guidelines from other states e 

assists: Materials collected from other states and cited in the research 
indicated that «ven though articulation is considered an important aspect of 
vocational education, there were very few articulation projects specifically in 
marketing education. The following articulation formats were cited by several 
inatitutions in other states and from a review of the literature: 

a. Advanced Placement ("Time Shortened"). Students receive college credit 
for competencies .aater«l at the secondary level. They are then permitted 
to enroll in advanced-level college courses. 

b. Advanced Eligibility. Students accelerate their eligibility for 
advanced-level course work (or work experience), waiving prerequisite 
requirements based on the successful completion of designated high school 
competencies. 



2^2 ("Advanced- Skills'*)* Highly structured four-year occupational 
training prograaa, incorporating grades 11 through 14, generally provide 
exit points following grades ^2* 13, and/or 14* 

d. Resource Coordination/ Sharing* High Schools and colleges coordinate 
and share the efficient use of faculty, facilities* and equipment* 
e* Joint Program Planning* Institutions cooperatively develop specific 
program areas to provide students with well-thought-out comprehensive 
curricula and to realize economies of resource sharing* 

f* Contracting of Services* One school or training facility may contract 
with or purchase. specialized education and training from another 
institution* 

g* Acceptance of Occupational Credentials* College credit and advanced 
standing ere awarded to students who have earned valid occupational 
credentials* 

h* Combined Enrollments* Secondary and postsecondary achools may combine 
enrollments in courses for which there is insufficient demand at a single 
institution or to accommodate students* special needs. 

i* Enrichii^nt Programs* Students are provided the opportunity to attend 
college level classes while still attending high school* 

In general, a.ciculation programs were based on one of two models: the 
time-shortened models or the advanced-skills model. Nationallyp most programs 
are based on the time*-shortened models in which students receive postsecondary 
credit for skills acquired or courses completed in high school. The advanced- 
skills model has been used only in high--technology fields* It requires students 
to either commit thcanselvee to four years of training beginning in eleventh 
grade or take a block of courses in high school that permits them to bypass 
postsecondary introductory courses* Advanced-skills articulation programs are 



intended to gradnate students as "master technicians" after tvo yeani of 
postsecondary education. 
|f Very few of tbe articulation projects reviewed in the national research 

involved marketing education. However t Wisconsin has emerged as a leader in 
developing and in^lementing oaxketing education articulation plans. In 1986-87* 
articulation programs began operating between two VTAE System institutions and 

m 

high schools in their distsricts. Refer to Appendix C for a program description 
of these tvo projects* 

The planning and isplementation process in both VTAE districts followed 
procedures designed to ensure that the articulation ef x^rts vould he successful • 
Both top-level officials and classroom instructors participated in the 
articulation planning process. 

Articulation decisions vera hased on analysis of competency-based course 
content. The plans in both VTAE districts are specific to their particular 
courses and high schools, reflecting the articulation planning process in 
marketing education. 

Objective Number Three ? To develop recommended guidelines for 
postsecondary marketing and mid*-management programs in Missouri. The guidelines 
would include uniforms 

a. program titles 

b. program descriptions 

c. program lengths 

d. delivery models 

e. internship/simulation expiirience requirements 

Findings s To bring the system of postsecondary marketing and mid- 
management programs in Missouri into a more consistent operationt thus 
facilitating the operation of certificate programs as veil a^ the institution of 
Associate of Applied Science degree programs and the provision for part-time 
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students » specific guidelines for postsecondary mariceting and mid-ioanagement 
prograns are presented in tlie "Conduaions and Recomstendations" section of this 
report. 

Objective Number Four: To develop reconsiended guidelines for articulation 
of atudents enrolled in secondary marketing education prograas into 
postsecottdary marketing and nid— manageoent programs. 

Findings : Articulating educational programs should take one of two forms 
in marketing education. Advanced placement has been described as the process of 
placing transfer students into higher than entry-level coursework. Such 
programming assumes students will have acquired the prerequisite skills which 
would normslly have been developed in entry level courses end would be necessary 
for success in advanced courses. Therefore, the need for effective 
communication concerning competencies needed for successful advanced placement 
is evident. Tn some cases, students may be granted cr^it for entry level 
coursework which was bypassed as they entered the higher level program through 
advanced courses. Other receiving institutions may not grant credit for such 
courses and would require students to take the same total number of credit hours 
to complete the education program. In the latter case, students would be 
entering the program at an advanced level and would thereby be required to take 
more advanced coursework to complete their program of study. 

The second articulation model could be termed the advanced eligibility 
model. In such a model, each education program level should explicitly define 
competencies which are to be addressed, by simultaneously planning the 
curricula at each level, unnecessary duplication should be avoided. However, 
such ptogram erticulation efforts may reduce the number of students eligible to 
directly enter advanced programs due to the fact that all students may not have 
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had the opporfmity to participate in a preparatory program. In such cases » 
remedial coursework would be necessary to raise the under-prepared students to 
the appropriate level of competency for entry into the advanced program. This 
situation could possibly result in tvo-tiered programs, one catering to students 
who possess the necessary competencies for entry-level and one for students who 
do not. 

Regardless of which articulation model is deemed most appropriate for a 
specific situation the procedures for successful implementation are similar. 
Specific guidelines for post secondary marketing and mid-management programs are 
presented in the "Conclusions and Recommendations" section of this report. The 
following steps may be useful to guide articulation efforts for marketing 
education programs: 

a. Organize an advisory committee consisting of administrators, 
counselors, teachers, and students from each institution, 

b. Develop written statements outlining the mission, goals, and 
objectives of each marketing education program. 

c. Describe curriculum offerings currently available and required at 
each institution. 

d. Identify curricular areas which are duplicated among institutions. 

e. Identify alternative solutions to reduce unnecessary duplication for 
students wishing to transfer among institutions. 

f. Cooperatively develop procedurer for implementing the desired 
solution. 

g. Write aid approve procedures for implementing the desired solution. 

h. Sign a written memorandum which outlines the purpose, goals, 
objectives, and procedures developed to guide the articulation effort. 
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POFUUTION 

To gather the informatjon needed for this project* the thirteen 
poatsecondary inatitutiona in Hiaaouri offering marketing and aid-manageoent 
prograna reaponded to written requeata and peraonal intervieva to provide 
relevant program information. Refer to Appendix D for a liatxng and description 
of the program of each poatsecondary institution who participat v< in the study* 

CONCLUSIONS AND RECOMMENDATIONS 
Conclusion Number One: Institutions offering poatsecondary programs in 
marketing and midmanagement use a variety of program titles to deacribe the 
pzogram. 

Recommendation i Poataecondary institutions offering programs in marketing 
and midmanagement should adopt a common title for the major program (i.e. 
Business Managment or Marketing Management) and that programs designed for 
specific occupational area^ in marketing retain titles that dearibe the intent 
of the program (i.e. Fashion Marketing* Hospitality Marketing). 

Conclusion Number Two s Institutions ofiering pos tsecondary programs in 
marketing and midmanagement do not have a ''core'* curriculum that would allow for 
articulation with aecondary marketing education programs within the state. 

Recommendation : Fostsecondary institutions offering programs in marketing 
and midmanagement adopt a set of core required courses that would transcend all 
programs* This core set of required courses should be reviewed on a five year 
!:asis to correspond with the five year update of the core curriculum of 
secondary marketing education programs. More specif ically* a model 
instructional program should be designed to include courses that delineate the 
following: 

J. name of courses 

b. persons for whom the courses are intended 
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c. the overall purpose of each course 

d, specific instructional objectives for each course 
e* subject matter topical outline for each course 

f • suggested testing applications for each course 

g. the plan of vocational application for each course 

Conclusion Number Three ; The study of economics* the basis for understanding of 
marketing, is not a part of the curriculum at a majority of the institutions 
offering postsecondary programs in marketing and midmanagraent. 

Recommendation s As part of the core set of required courses* institutions 
offering postsecondary programs in mia^rketing and midmanagement, the study of 
macro economics should become a required course^ 

Conclusion Number Four : Not all institutiotis offering postsecondary programs of 
marketing and midmanagement have the same credit hour reqxurement for courses 
within the curriculum* 

Recom m endation : As part of the core curriculum* institutions offering 
postsecondary programs of markrting and midmanagement* should realign courses to 
meet the 3.0 credit hour format for semester courses « 

Conclusion ITumber Five : Institutions offering postsecondary programs of 
marketing and midmanagement and utilizing an intemshiip (on-the-job) compormnt 
do not have a uniform requirement in semester hou^f required for the completion 
of the program 

Recommendation s As par. of the core curriculum* institutions offering 
postsecondary programs of marketii^g and midmanagement and utilizing an 
internship component* should establish a maximum of 6.0 semester hours of credit 
for the internship. It is further recommended that in a two year Associate 
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degree program that the internship he offered ae a capstone component of the 
program during the final year. 

Couclusion Nnaher Six: That several institutions offering postsecondary 
prograns of marketing and midmanagement have a philosophical difference as to 
the put pose of the program in preparing individuals for marketing at less than 
the prebaccalaureate level. 

Recommendation : That a philosophical statement as to the purpose of 
postsecondary programs of marketing and midmanagement in MiBSouri he developed 
to reflect the purpose of the program in preparing individuals for marketing at 
less than the prebaccalaureate level. This philosophical statement should 
reflect the Statement of the AACSB Standars Committee (refer to Appendix E) as 
it relates to transfer programs and vocational programs in marketing. 

Conclusion Number Seven : There is no systematic procedures for the articulation 
of secondary marketing education students into institutions offering 
postsecondary programs of marketing and midmanagement. 

Recommendation : That institutions offering postsecondary programs of 
marketing and midmanagementp while implementing a core curriculuffl, instigate the 
articulation process with school districts vithin their area. To assist in this 
effort an articulation flow chart (refer to Appendix F) and a sample 'Wemorandum 
of Understanding" (refer to Appendix G) is provided as a portion of this report. 
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Course/Institution Matrix 
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APPENDIX 6 



Internship Requirements 
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APPENDIX C 



Two Wisconsin Articulation Plans 




ttm k^mtma kgmm Scbool Siatrict* Itettn^h Joint Selioel Di«triet» cud Fos VaUoy 
KtcbiiicAl Xnstitiito (Co-project directors: Phil Gocker and Dennis Collint) 



This 1986-87 articulation plan followed the tioie-sliortened approach, vhich 
allows students to receive postsecondary course credit » applicable to%mrd an 
associate degree, after sucMssfully completing equivalent course work in high 
scl»>ol. Students who completed the marketing education program at Appleton East 
and West received three credits for the postsecondary course Hurketing I, and 
students who completed the marketing education program in Neerah and Kimherly 
received three credits for the postsecondary course Principles of Retailing. 
Articulation planners agreed upon specific competencies for both courses and 
made them available to program-area staff. In addition to receiving three 
credits nf advanced standing based on the course iraiver, students from each 
school could test cut of another postsecondary course vhich was not waived. In 
this way, students at all of the participating high schools could receive six 
postsecondary credits. 

As part of the articulation effort, a brochure and an audiovisual 
presentation were produced for promotion and recruitment. Postsecor ""ary and 
high school marketing education persormel participated in monthly articulation 
meetings to ensure successful implementation and continued planning. 
Articulation planning for the near future includes the possibility of on-site, 
dual-credit arrangements. 



The Milwaukee Public Schools. Greendale Public Schools, Brown Jiemx Public 
Schools, and MLlwaokee Area Technical College (KAIC) (Audrey Keyes, project 
administrator; Wayne Harrison, project coordinator) 



This articulation plan, called the Hetro Milwaukee Employment Curriculum 
Articulation Project, is .geared for students in fashion merchandising, retail 
management, and marketing. It started in June 1986 when HATC entered into 
articulation agreements with marketing education programs in 12 Milwaukee high 
schools and two suburban high schools. 

For students in the Milwaukee schools, the time-shortened articulation 
program provided seven credits of advanced standing for high scbool courses. 
Students who had the necessary academic credits and received at least s C in 
Marketing I and II, Marketing Co-op I and II, and Typing in high school received 
articulation credit for HATC courses Principles of Selling (three credits). 
Retail Career Planning (one credit), Retail Internship I and II (two credits), 
and Keyboarding (one credit). Students who earned the advanced credits could 
attend two summer school sessions and receive an HATC associate degree in one 
and a half years. To receive full credit in the marketing articulation program, 
students had to apply for admission to MATC by October of their senior year. 

The articulation plan with Brown Deer was similar to the agreement with the 
Milwaukee schools except that students could earn credit for an additional 
course. Students who successfully completed high school course work in data 
processing received three credits for the postsecondary courses Principles of 
Information Processing. 



17 

21 



The Articulation plan with 6re«ndala was also sisilar to the agreesent with 
the Milwaukee schools except students could also receive six credits for two 
postsecondary courses in eoBBunication skills. 

The Metro Milwaukee articulation plans employ the core curriculun concept. 
A recoasaended core plan has been prepared for grades 9 through 12 » and students 
who successfully cooplete it will meet HATC admission requirements and be 
eligible to receive ma x i m um articulation credit. MATC also ^rmits students to 
receive advanced standing for certain types of prior experience end successful 
completion of competency-based tests. Students who esm advanced standing are 
encouraged to enroll ia elective courses to broaden their education. 
Articulation plans for the near future include on-site, dual-credit arrangements 
and expanded course offerings. 
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Listing and Description of Prograoi 
of Each Postsecondary Institution 
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INSTITUTION: Crovder College 
Neosho. Missouri 

DEGREE: Associate in Science 

DEGREE HOURS: 64 TYPE: Semester 

PROGRAM AREA: Mid-Managentent 

OTHER: One year program certificate in Mid-Management (30 credit hours) 



INSTITUTION; East Central College 
Union. Missouri 

DEGREE: Associate of Applied Science 

DEGREE HOURS: 64 TYPE: Semester 

PROGRAM AREA: Business Management 
Retailing 

OTHER: One year program certificate in either Business Management or 
Retailing (32 credit hours) 

Student can receive a trouble major in Business Management and 
Retailing by selecting courses from both program areas. 



INSTITUTION: Jefferson College 

Hillshoro, Missouri 

DEGREE: Associate of Applied Science 

DEGREE HOURS: 64 TYPE: Semester 

PROGRAM AREA: Business Management 

OTHER: One year program certificate (vocational) in Businers Management 
(32 credit hours) 
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INSTITUTION: Kansas City Metropolitan Comomnity College 
Kansas City* Missouri 

CAMFUS: Longviev Community College 

Maple Woods Comnoinity College 
Fenn Valley Comnmnity College 

DEGREE: Associate in Applied Science 

DEGREE HOURS: 64 TYPE: Semester 

PROGRAM AREA: Management (all three campuses) 

^Fashion Merchandising (Fenn Valley) 

OTHER: One year certificate of proficiency in supervision 
Maplewood: 26 credit hours 
Fenn Valley: 30 credit hours 

*Not included in analysis of programs 



INSTITUTION: Mineral Area Junior College 
Flat River* Missouri 

DEGREE: Associate in Applied Science 

DEGREE HOURS: 67 TYPE: Semester 

PROGRAM AREA: Business Management 

^Fashion Merchandising 

OrHER: None 
*Not included in analysis of programs 



INSTITUTION: Moberly Area Junior College 
Moberly» Missouri 

DEGREE: Associate in Applied Science 

DEGREE HOURS: 64 TYPE: Semester 

PROGRAM AREA: Mid-Management 

OTHER: 
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ZUSTITDTION: State Fair Comnunity College 
Sedalia^ Missouri 

DEGREE: Associate of Applied Science 

DEGREE HOURS: 64 ^lYFE: Semester 

PROGRAM AREA: Business /Mid-Management 

OTHER: One year certificate in Business Merchandising (32 credit hours) 



INSTITUTION: St. Louis Community College 
St# Louis • Missouri 

CAMPUS: Florissant Valley Comiminity College 
Forest Park Community College 
Meramec Community College 



DEGREE; 



DEGREE HOURS: 



Associate in Applied Science 
64 TYPE: Semester 



PROGRAM AREA: Retailing (Meramec) 

Sales (Florissant Valley and Meramec) 
^Fashion Merchandising (Florissant Valley) 
*Hospitality and Restaurant Management (Forest Park) 
^Management and Supervision (Florissant Valley and Meramec) 

OTHER: One year certificate of Proficiency in Business Administration 
(all campuses) or Management and Supervisory Development 
(Florissant Valley and Meramec) (33 credit hours) 

One year certificate of specialization in Management and 
Supervision (Florissant Valley and Meramec) (18 credit hours) 



*Not included in analysis of programs 
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INSTITUTION { Three Rlv&rs Conmaiiity College 
Poplar Bluffy MisBOuri 

DEOlEEs Associate of Applied Science 

DEGREE HOURS: 72 TYPE: Semester 

PROGRAM AREA: Marketing Management 

OTHER: One year certificate in Sales and Marketing (18 credit hours) 



INSTITUTION: Trenton College 

Trenton, Missouri 

DEGREE: Associate of Applied Science 

DEGREE HOURS: 69 TYPE: Semester 

PROGRAM AREA: Business Management 

OTHER: 
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APPENDIX E 

Statement of the AACSB Standards Comoittee 
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ON T80SB AaSBBDTSmm OODNCZL STAIBABDS 
BBARHIS on JUHKHt AH) COMfimiYT COLLEGS BSLATIONS 



Introdttction 

It is apparent to the AACSB Standards Comnittae that the Accreditation 
Standards hearing on junior and cosmmnity college relations are misundentood 
not only hy some junior and comsiunity colleges hut also hy some four-year 
institutions which are meobers of the AAC5B« 

Much of this misunderstanding undoubtedly is due to poor cosununication 
between two- and four-*year institutions concerning the nature, rationale, and 
application of AACSB Accreditation Council Standards. Occasionally, junior and 
consmnity colleges have expressed a concern that the AACSB Standards concerning 
the acceptance of transfer credit by four-*year institutions interfere with the 
sission and autonomy of the two-year institutions. Conversely, four-year 
institutions have expressed the concern that the integrity of their mission and 
performance is jeopardised by the insistence of /^ome two-year institutions that 
all work taken at these institutions be accepted in transfer without condition 
or qualification. 

The purpose of this paper is to set forth in a systematic fashion a 
statement of the AACSB Standards Committee on those Accreditation Council 
Standards bearing upon junior and community college relations. It is hoped that 
this statement will result in better understanding among both four-year and two- 
year institutions of the nature and rationale of the professionfl baccalaureate 
business curriculum and of those provisions of the AACSB Standards relating to 
the curriculum and the transfer of credit between the i types of institutions. 



The Professional Baccalaureate Business Curriculum Concept 

AACSB' s Standard II on acceptance of tzanBier credit was developed within 
the context of AACSB 's Curriculum Standard IV. Accordingly, it is important to 
understand the philosophical foundation of the Curriculum Stsndard in order to 
place in proper perspective the Standard on acceptance of trarisfer credit. 

A key passage of Standard IV on curriculum reads as follows: **An 
undergraduate school of business should concentrate its professional courses in 
the last two years of a four*year program, and should offer only a limited 
amount of work below the junior year.** The objective of this passage is to 
permit the student to acquire a foundation of work in the basic arts and 
sciences. 

The Guideline accompanying this Standard provides examples of courses in 
business and managen^nt which may be offered in the first two years. These 
examples include principles of accounting, principles of economics, business 
law, statistics, and introduction to business. This Guideline also contains 
exsmples of professional course work which should be offered only at the upper 
division level. These upper division courses include the first courses in the 
fields of marketing, finance, and mxwagement. Standard IV as presented above 
and its Guideline constitute What is referred to as the ''course leveling" 
provision of the Accreditation Standards of AACSB. 
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The discussiofi vbicb led to develo^ent of AAC5B*8 "course leveling" 
provision produced tbe conclusion tb«t students preparing for leadership roles 
in business administration and aanagament vould be best served if most of tbeir 
professional course vork vere based upon prior work in. and understanding of » 
tiMse disciplines underlying tbe contttporary study of the functional fields of 
business. These underlying disciplines include, but are not limited to> (1) the 
econmnic. social, and political environment of business; (2) the various 
behavioral sciences for management decisions and practices; (3) the math«8atical 
tools for decision making: and (4) information flow and control techniques suvh 
as accounting and computer-based information systems. 

This philosophic approach suggests that professional education in business 
administration and management builds upon prior knowledge of related disciplines 
in order to permit an appropriate combination of descriptive and analytical 
approaches to the study of business. Marketing, for eacample. when taught to 
students who do not have a background in disciplines such as those mentioned 
above, is often no more that a description of how to close a sale or an 
enumeration of the various factors that make up a successful advertising 
campaign. On the other hand, when students are given an opportunity to acquire 
a prior background in fields such ?e psychology, sociology, statics, and 
communications, then buyer behavior, sales and consumer motivation, advertising 
stimuli, and market research segmentation profiles become meaningful and 
exciting concepts, even in an intrmluctory course. 

There is no question of the fact that training in basic marketing, 
management, and finance can take place at the lower division level without a 
prior bb<* ground in related underlying disciplines enumerated above. However. 
AACSB member schools believe that the most effective approach to education for 
professional roles in business administration and managonent builds upon a prior 
background in these foundation disciplines. Without this understanding, 
business course work too often becomes a recital of how business operates 
currently rather that focusing on the development of a management philosophy and 
analytical and decision-making skills essential to future leadership and 
management roles. Accordingly, th*i AACSB believes that the level of 
understanding of tbe functional fields of business necessary to prepare students 
for meeting their managerial responsibilities in the future requires the kind of 
broadly-based freshman and sophomore year foundation which Standard IV 
stipulates. 

When a junior or community college student who has completed two years of 
study transfers to a four-year institution and has already concentrated his or 
her course work in business, such course work has probably been taken without 
the broad background in the underlying disciplines which is made possible when 
the freshman and sophomore years are devoted primarily to the study of the 
foundation disciplines. Therefore, it is reasonable to assume that such course 
work is not comparable to similar upper division course offerings st four-year 
institutions which build their curricula upon a broad arts and sciences 
background . 



The AACSB Validation Concept 

In the context of the philosophy expressed above. AACSB's Admissions 
Standard II sets forth validation procedures to be employed in those instances 
where a course taken at the lower division level (whether at a two-year or a 
four-year institution) and which the baccalaureate degree-granting institution 
offers at the upper division level, is to be accepted in transfer for upper 
division credit. Such validation techniques as CLEF tests, written examinations 
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prepared by the degree-granting institution* successful coapletion of advanced 
courses in the given areas* or other vallidation techniques may be used. 
Reference to "other validation techniques'* is made in order to provide 
institutions irith the flexibility to develop techniques beyond those identified 
in the Interpretation of thia portion of Admissions Standard II* Thus* the 
business unit of each baccalaureate degree-granting institution has the autonraiy 
to select the validation procedure (s) to be employed by that unit. However, 
each business unit also has the responsibility to maintain adequate records to 
evaluate the effectiveness of the validation techniques used. 

These validation procedures make it possible for the transferring student 
to demonstrate that his or her loi^r division course vorfc in business 
administration, and the level of knowledge obtained in such course work, are in 
fact comparable to similar upper division courses, while providing the 
flexibility essential for developing validation procedures which will best serve 
the two- and four-year institutions in a particular geogr^hic area. In the 
final analysis, this provision also means that the student is not required to 
retake validated course work. 

The necessity to demonstrate comparability between lower and upper division 
business courses is important to the student's welfare for the following 
reasons: 

First, it helps assure that the transferring student is 
adequately prepared to take upper division professional course work. 
Second, these validation procedures help assure that the overall 
educational experience of the transferring student is similar to that 
of the student taking all of his or her professional course work at 
the accredited four-year school. Further, in the process of the 
transfer of credit, validation measures are ioq^ortant to the four-year 
institution if its programmatic goals and degree expectations ere in 
fact to be realised. 



Tie Distinctive Roles of the Two-Year and Four-Year Colleges 

Students attending two-year colleges generally are pursuing one of two 
possible tracks. The student is either in a terminal, vocationally or 
technically-oriented program with the intention of being prepared for employment 
after two years of study* or in a transfer track with the intention of 
completing four years of study leading to a professional career in business 
administration and management. Students in the latter tiack should » of course, 
plan their programs in light of the requirements of the particular baccalatireate 
degree-granting institutions to which they intend to transfer. Students in the 
former group who change their educational objectives from the vocational- 
technical track to the baccalaureate degree transfer track should normally 
expect that some of their previous course work is not applicable to their 
revised objectives. This situation is analogous to that of students in a 
baccalaureate degree-granting institution which change their majors or programs 
to reflect revised educational objectives. 

In this regard, and as recommended in the guideline to the Admissions 
Standard II » mender schools are encouraged to enter into regional articulation 
agreements with other institutions identifying courses in the respective 
institutions that will be considered equivalent for transfer purposes so that 
ittore effective counseling and minimum disruption occurs in the traneferring 
student ^s pursuit of a baccalaureate degree. However, such articulation 
agreements arc not substitutes for the validation requirement as the secot^ 
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paragrq^h Interpratation of Standard ZI indicates that *Hrhether or not an 
articulation agraraent ia presents the baccalaureate degree-granting institution 
irill establish validation procedures in any instance vhere a course taken at the 
loiter division level vbich the degree-grmiting institution offers at the upper 
division level is to be acceptad for upper division credit in business* 
econcMsicst or administration.** 



Conclusion 

Because of the distinctive roles vhich the tvo types of institutions fulfill, 
and because fo the dual roles vhich Junior and cosiBunity colleges fulfill, the 
AAC5B Standards Comnittee i^ithes to emphasize its belief in the in^ortance of 
the following three principles} 

First, a professional curriculum in business administration and 
management must be based upon a solid foundation in the liberal arts 
and sciences disciplines, with professional courses concentrated 
largely at the upper division level. Second, validation procedures 
are necessary end in the best interest of all students. Third, both 
four-year and tvo-year institutions are encouraged to enter into 
regional articulation agreements, and to engage in other cooperative 
activities which will facilitate the transferring student's progress 
toward the attainment of a baccalaureate degree. 

Furthermore, all possible means should be sought to achieve and maintain 
full and open communication between two-year and four-year institutions on this 
and all other matters of mutual concern. Students in both vocational-technical 
track and baccalaureate track programs in Junior and community colleges should 
be provided wi^h careful, individualised academic and career advisement ''o as to 
help assure that their particular educational objectives may be best achieved. 
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MEMORANDUM OF UIO)ERSTAMDING 



This is 8 Hemorandtia of tfcderstanding (MOU) betveen (riiMiinlty CoHcRe) and 
the respective senior high schools in (School Pi<trict) . 

This MOU is for the purpose of articulating Marketing Education at the 
secondary and postsecondai7 levels* This agreement is for an indefinite period 
of tise, hovever* an annual review will be conducted to assess the current 
status of the agreement. This MOU may be terminated at any time upon the mutual 
agreement of both (School District) and (Community Collage) * The review 
committee will make recommendations as may be necessary. 

The review committee will consist of the following persons; (1; marketing 
education teacher-coordinator representing each area of the school district* of 
which one representative will be the chairperson of the Marketing Education Task 
Force; (2) the coordinator of vocational-technical education for the school 
drstrict; (3) the dean of occupational studies for the college; and (4) a 
representative of the management/marketing program at the college* 

The following items are conditions of this MOU: 

1* This agreement applies only to those students completing a marketing 
education program at one of the high scteols beginning the academic 
year 19 - « 

2* Students who have completed one year of marketing education at one of 
the high schools « with semester grades of ^B^ or better » and after 
satisfactory completion of 15 credit hours at (rn—milty College) > of 
which at least one course must be taken in marketing* will be awarded 
college credit for the following course: 

Introduction to Business 3 credits 

3* Students who have completed two years of marketing education at one of 
the high schools » with semester grades of ^'B'' or better » and after 
satisfactory completion of 15 credit hours at (ro— unity College}.* 
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KEMORAKDUM OF UNDBRSTAHDIMG 
Page 2 



A. 



5. 



6. 



7. 



vhicb at least one course snist be taken in marketing* will be awarded 
college credit for tbe following courses s 



Validation of bigb school grades will be made by an official high 
achool transcript from (Sctool Pistrict) forwarded directly to the 
Registrar at (rri—iiii I ty CoHhb). 

The college may require a favorable reconaendation froo the marketing 
educator at the respective high school as a condition for granting an 
individual student credit under this articulation agreement. 

If the college finds a student to be seriously deficient in one of the 
articulated courses, stibstsitute courses may be required to remove 
deficiencies. 

This agreement applies only to students enrolling in the Associate of 
Applied Science (A. A. S.) and/or Certificate programs in 
Management/Marketing* and does not necessarily apply to other programs 
offered by the college. 

This agreement is in force for students for a period of five years 
from the date of their graduation or departure from the high school. 
After a five year period, granting of credit for previous high school 
work in marketing education will be considered on an individual basis 
separate and apart from this agreement. 



Business Mathematics of Business/ 



Personal Finance 
Introduction to Business 
Principles of Marketing 
Principles of Salesmanship 



3 credits 
3 credits 
3 credits 
3 credits 
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MEMORANDUM OF UNDBBSTANDING 
Page 3 



This Memorandum of Un.lerstanding is dated this 



day of 



19 . 



COMMUNITY COLLEGE 



SCHOOL DISTRICT 



Dean 

Occupational Studies 



Coordinator 

Vocational-Technical Education 



Chairman 

Department of Business. 
Management and Marketing 



Principal 



High School 



Approved by; 



Teacher-(k>ordin8tor 
Marketing Education 



President 



Superintendent 
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To iopleflient the project design and to attain the objectives set forth* the 
felloving activities vere conducted 8 

!• !rhe project staff, in consultation with the State Director of 
Marketing and Cooperative Education* collected and analysed current 
postse-jondary marketing and mid-i&anagesBent program information 
relevant to the project (program requirements* course descriptions and 
outlines, course and/or cr^it allocations). 

2. The project staff collected and analyzed relevant curricultua 
guidelines from other states* Si^cifically* states with articulation 
agreements between secondary and postsecondary marketing programs were 
sought out in addition to states who were currer.tly developing 
articulation agrees^nts* 

3* The project advisory committee* as approved by the State Director of 
Msrkc^-t.ng and Cooperative Education* consisted of those individuals 
who were familiar with secondary and postsecondary marketing programs 
in Missouri and assisted in determining appropriate articulation 
guidelines. 

4» The project staff developed recommended guidelines for postsecondary 
marketing and mid-management programs in Missouri. The guidelines 
included: 

a. Program titles 

b. Program descriptions 

c. Program lengths 

d. Delivery models 

e. Internship and/or simulation experience requirements 

5. The project staff developed in consultation with the project advisory 
committee* recommended guidelines for articulation of students 
enrolled in secondary marketing education programs and postsecondary 
marketing and mid-management programs* 

6* The final product developed were guidelines to be used by 
postsecondary marketing and mid-management instructors in Missouri to 
ensure articulation between secondary and postsecondary marketing 
programs in Missouri* 
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GLOSS^Y 



ADVANCED PLACEMENT — ^Any arrangeoent that enables secondary students to receive 
credit for and bypass courses in a postsecondaty program* 

ADVANCED SKILL FRfXSHAM — An articulation program that streamlines occupational 
program fundamentals in order to make room in the tvo-^year postsecondary 
curricula to teach more advanced technical skills than students vould 
normally get in a traditional (or even time-shortened) program* 

ARTICULATED CURRICULA — Secondary and/or postsecondary courses of study that have 
been (re) structured so as to avoid duplication of learning components and 
smooth transistion from one level to the next* 

ARTICULATION — A planned process linking two or more educational systems to help 
students make a smooth transition from the secondary level of occupational 
training programs to the two-year postsecondary level without experiencing 
delays or duplication of learning. 

COMPETENCY — An activity (cluster of skills and knowledge) that a person performs 
in an occupation that is both observable and measurable and that forms the 
basis for competency-based curricula. 

CCMPETENCY-BASED CURRICULUM — An educational program designed to teach clusters 
of skills and knowledge (''competencies^) a person performs in an 
occupation* mastery of which forms the basis upon which the student is 
evaluated and graded. 

CURRICJULUM (OCCUPATIONAL) — A specific set of educational courses or competencies 
designed to teach entry-level occupation-based skills and knowledge* 

HORIZONTAL ARTICULATION — When students move from one school or program to 
another of the same type and at the same level. 

POSTSECONDARY INSTITUTION — ^A community college or junior college that delivers 
occupational training primarily for grades 13-14. 

SECONDARY INSTITUTION — A high school or vocational school that delivers 
education/training primarily for grades 10-12. 

TIME-SHORTENED PROGRAM — An articulation program that facilitates advanced 
standing in postsecondary occupational programs and allows students to 
complete the postsecondary training faster^ but without advancing their 
skill levels beyond those of a traditional program. 

^2 t 2" — Articulation of vocational technical curricula in grad^^s 11-14^ with 
career exits after grades 12, 13» and 14, to create a strong four-year 
curriculum that produces graduates with advanced skills. 

VERTICAL ARTICULATION — ^Any linking of two or more educational programs or 
systems to help students move smoothly from one level of instruction to the 
next one without experiencing delays or loss of credit* 
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